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ARTICLE INFO ABSTRACT 

In an era of increasing global competition, “Brand 
positioning” remains a research topic of strong interest. By 
keeping in view that future disposable income of average 
household people will increase, so in future their demand and 
need both increases. To meet their expectations it become a 
prime importance to study various factors influencing their 
positioning and hence impact on purchase decision. In Case 
with the purchase of an automobile, people prefer motorcycle 
over a four wheeler because motorcycle is economical and 
affordable. In other words we can say that motorcycle is a 
common man vehicle. The study focuses on major two 
wheelers brands such as Hero, Honda, TVS, Suzuki, Bajaj 
and Yamaha. Keeping in consideration that people have a 
criteria of preference in the minds before they go to purchase 
a motorcycle, the researcher has tried to summate some of 
the factors which people evaluate before the actual purchase. 
The study aims to showcase factors like product attributes, 
price, resale value, credit facility, mileage and advertisement 
plays role in buying decision. 

Copyright © 2016 IJASRD. This is an open access article distributed under the Creative Common Attribution 
License, which permits unrestricted use, distribution, and reproduction in any medium, provided the original 
work is properly cited. 

INTRODUCTION 

Two wheelers have played a pivotal role in rising growth of Indian automobile 
Industry. The Automobile industry is the most lucrative industry and the major factors 
influencing demand for two wheelers in India are — Increasing middle class population, 
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Easy financing, Festivals and weddings, Weak Public transport, Convenience and easy of 
operating. The Indian automobile industry has a prominent future in India. Apart from 
meeting the advancing domestic demands, it is penetrating the international market too. 
Favoured with various benefits such as globally competitive auto-ancillary industry; 
production of steel at lowest cost; inexpensive and high skill man power; entrenched testing 
and Research & Development centres etc., the industry provides immense investment and 
employment opportunities. The increase in usage of two wheelers is due to the change in 
customers need, perception and expectations. As of 2015, approximately 6, 31,391 two 
wheelers, 72,657 motor car and 10,080 public transport vehicles were operated within the 
Tiruchirappalli district limits. Two wheeler manufacturers aim to provide all formal style, 
colour, mileage and offer service under one roof to endeavour, the customer to be satisfied. 
The study aims to showcase factors like product attributes, resale value, mileage, 
advertisement and the personal factors upon which a company should work to create 
customer perception in a positive way to considerably influence the purchase decision. 
Tamil Nadu is now emerging as one of the top ten global Automobile manufacturing centres 
and largest export hub in India. Nearly, 50 Two Wheeler motorcycle showrooms are located 
in Tiruchirappalli District. 

1.1 Two Wheeler Industries in India 

India is one of the largest manufacturers of Two Wheelers in the world. The Two 
wheelers segment with 8.1 percent market share is the leader of the Indian Automobile 
market owing to the growth of middle class and young population. Moreover, the companies 
take interest and explore the rural markets further for the growth of the sector. Two 
Wheeler sales 0.52 percent, with scooters growing by 9.45 percent and mopeds by 2.53 
percent respectively, while motorcycles sales (largest segments in Two Wheelers) fall by 
3.02 percent. 

1.2 An Overview of Indian Consumers 

The extremely complex Indian market is vast and it is scattered over six lakhs 
villages and five thousand small and big towns. The thick population of the land with their 
extreme diversities in terms of religion, customs and language provide the most peculiar 
market of the world. There are six religions and six hundred sects and sub sects. The people 
diversity in the country and the absence of a common life style and consumption habits are 
the most challenging characteristics of the marketing environment in India. Every buyer in 
the Indian market buys the product to suit his own economic and social environment. One 
has to be cautious while applying the theories to understand the behavioural dynamics of 
the Indian consumer. To understand the peculiarities of the Indian consumer and to 
construct his buying profile, the analysis has to be carried out in relation to his 
environment, his culture and tradition, his educational and economic status, his level of 
exposure and the degree of his sophistication. 

1.3 Two-Wheelers Purchase Trend 

❖ Growing working population 

❖ Increased access to credit and lower interest loans 

❖ Increased consumer embrace of financial products 
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❖ Upward migration of household income levels 

❖ Fast paced urbanization to rise from 28% to 40% by 2020 

1.4 Review of Literature 

Jatinder Chhabra (2003) had done a research on the factors affecting the purchase 
behavior of motorcycle and the results revealed that the motorcycle market in India is 
increasing and Hero Honda had been mainly selling on the economy platform. Hero Honda 
introduced a number of models, with high fuel efficiency. For the person who was looking 
for a light blend of power, style and economy the right brand was Bajaj. 

Chidambaram. K., Soundarajan. A., and Alfred Mino (2004) studied factors 
which influence the brand preference of the customers while they take decision to buy 
passenger cars. Within this framework the study reveals that customers give more 
importance to fuel efficiency than other factors. They believe that the brand name tells 
them something about quality, utility, technology and the like. They prefer to purchase the 
passenger cars which offer high fuel efficiency, good quality, technology, durability and 
reasonable price. 

Keller and Lehmann (2006), “Brand positioning sets the direction of marketing 
activities and programs - what the brand should and should not do with its marketing. It 
involves establishing key brand associations in the minds of customers and other important 
constituents to differentiate the brand and establish competitive superiority”. 

1.5 Brand Positioning 

A brand is the sum of its equity, identity, positioning, personality, essence, 
character, soul, culture and finally the brand image (Upshaw, 1995, p.14). Kotler describes 
“branding as a major issue in product strategy”. As the brand is only part of the product, 
brand building and communicating strategy should work towards exposing the brand and 
creating brand image and identity. David Aaker considered, Brand Positioning as a “part of 
brand identity and value proposition, that is, to be actively communicated to the target 
audience and that demonstrates an advantage over competing brands”. 

1.6 Statement of the Problem 

The Indian automobile industry faces a tough competition with the entry of many 
companies. All the companies are constantly engaged in gaining the attention of consumers 
by introducing a novelty in the existing vehicles, changing the design and model. In this 
study, popular two wheeler motorcycles such as Hero, Honda, TVS, Suzuki, Bajaj and 
Yamaha brands are taken into account, to gain knowledge of issues relating to the factors 
influencing brand positioning of the two wheeler motorcycles. In the global market, 
industries face many challenges and opportunities which include the globalization of 
markets and production, advancement in information technology, hyper-competition, 
intellectual capital, work force diversity, deregulation, and ethics among others. Hence, 
this study makes an attempt to identify the changes in the markets relating to motorcycles 
and the mediating factors involved in the purchase of bikes. What motivates and influences 
them to buy a two wheeler? What is the most preferable brand of choice in two wheelers? 
What is the most recent choice of two wheelers in the market? What are their preferences, 
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satisfaction level? What influenced them and the reason to buy? This study attempts to 
answer the above mentioned questions. The study will also help the manufacturers to take 
care of significant factors while designing a new product as well as promoting it. 

1.7 Objectives 

> To know the market leader among major brands of two wheeler companies. 

> To know the user's brand preference about the two wheeler brands. 

> To analyse the impact of various factors influencing brand positioning and purchase 
decision of consumers. 

1.8 Hypothesis 

• Ho: There is no significant association between age and level of external factors of 
two wheeler motorcycle users. 

• Ho: There is no significant association between age and level of technical factors of 
two wheeler motorcycle users. 

• Ho: There is no significant association between age and level of buying preference of 
two wheeler motorcycle users. 

METHODOLOGY 

The primary data are collected from six major brands company outlets: Hero, Honda, 
TVS, Suzuki, Bajaj and Yamaha of Tiruchirappalli District. The size of the population of 
this study is users of two wheelers are found out from the Regional Transport Office of the 
Tiruchirappalli District. There are about 6, 31,391 number of vehicles in Tiruchirappalli 
District. The data were collected by distributing a well structured 78 items of 
questionnaires to 750 consumers. However, the valid response turned out to be 686 due to 
incomplete responses, were selected for analysis by using stratified disproportionate 
random sampling method, which yield a response rate of 92 percent of total. The sources of 
secondary data used in this study are Books, Magazines, Journals and Websites. 

2.1 Limitation of the Study 

It is important that the findings of this empirical research be evaluated in the 
background of certain limitations carried along, since acknowledgement of these limitations 
could suggest new directions for future research. The study is limited to Tiruchirappalli 
District only. The findings of the study cannot be generalized due to demographical 
differences. Some consumers hesitate to give complete information about their brand of 
vehicle. Even though a number of two wheeler companies are available in the market, only 
six leading two wheeler companies were taken up for this study. 

RESULTS 

3.1 Analysis and Interpretation: Simple percentage analysis 
Table - 1: Demographic Factor Impact on Purchase Decision 


Demographic variables 

Category 

Frequency 

Percentage 

Gender 

Male 

507 

73.9 
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Female 

179 

26.1 

Total 

686 

100.0 

Age 

Below 25 

78 

11.4 

26-35 

405 

59.0 

36 -45 

157 

22.9 

Above 46 

46 

6.7 

Total 

686 

100.0 

Marital Status 

Single 

164 

23.9 

Married 

522 

76.1 

Total 

686 

100.0 

Size of the family 

2-4 

34 

5.0 

4-6 

158 

23.0 

6- 8 

446 

65.0 

Above 8 

48 

7.0 

Total 

686 

100.0 

Educational Qualification 

UG 

518 

75.5 

PG 

69 

10.1 

Diploma 

44 

6.4 

Others 

55 

8.0 

Total 

686 

100.0 

Employment status 

Public Sector 

59 

8.6 

Private Sector 

281 

41.0 

Business 

198 

28.9 

Professional 

45 

6.6 

Student 

58 

8.5 

Others 

45 

6.6 

Total 

686 

100.0 


Source: Primary Data 

The above table - 1 depicts that the 73.9 per cent of the respondents are Male, 59 per 
cent of the respondents are belong to the age group of 26 to 35 years, 76.1 percent of the 
respondents are married, 65 per cent of the respondents size of the family between 6 to 8 
75.5 respondents are Degree holders, 41 per cent of the respondents are employed private 
sector. 
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Table - 2: Chi-Square Test of Association Between Age and Level of Buying Preference of 
Two Wheeler Motorcycle Users in Tiruchirappali District 

• Ho: There is no significant association between age and level of buying preference of 
two wheeler motorcycle users 


Age 

(in years) 

Buying Preference 

Total 

Chi-square 

value 

Low 

Moderate 

High 

Below 25 

12 (15.4) 

53 (67.9) 

13 (16.7) 

78 (100) 

16.906** 

(p<0.01) 

26-35 

102 (25.2) 

244 (60.2) 

59 (14.6) 

405 (100) 

36-45 

27 (17.2) 

120 (76.4) 

10 (6.4) 

157 (100) 

Above 46 

10 (21.7) 

31 (67.4) 

5 (10.9) 

46 (100) 

Total 

151 (22) 

448 (65.3) 

87 (12.7) 

686 (100) 


Source: Primary Data ** Denotes significant at 1 % level 

The value within parentheses () refers to row percentage 

As seen from the table 2, p-value is less than 0.01, so the null hypothesis is rejected 
at 1 percent level of significance. Hence it is concluded that there is a positive association 
between buying preference and age group of two wheeler users (x 2 = 16.906, p<0.01). 67.9 
percent of the users belong to the age group of below 25 years have shown moderate level of 
opinion on buying preference, 15.4 percent of the users and 16.7 percent of the users belong 
to the age group of below 25 years have shown moderate level of opinion on buying 
preference. 60.2 percent age group of the users between 26 and 35 years have shown 
moderate level of opinion on buying preference, 25.2 percent and 14.6 percent age group of 
the users between 26 and 35 years have shown moderate level of opinion on buying 
preference.76.4 percent age group of the users between 36 and 45 years have shown 
moderate level of opinion on buying preference, 17.2 percent of the users and6.4 percent age 
group of the users between 36 and 45 years have shown moderate level of opinion on buying 
preference. 67.4 percent of the users belong to the age group of above 46 years have 
moderate level of opinion on buying preference,21.7 percent of the users andl0.9 percent of 
the users belong to the age group of above 46 years have moderate level of opinion on 
buying preference. 

Table No. 3: Distribution of Respondents on the Basis of Two Wheeler Motorcycles Brand 


Brand Name 

Frequency 

Percentage 

Hero 

180 

26.2 

Honda 

170 

24.8 

TVS 

72 

10.5 

Suzuki 

48 

7.0 

Bajaj 

182 

26.5 

Yamaha 

34 

5.0 

Total 

686 

100.0 


Source: Primary Data 

The table 3 reveals that the name of the brand of two wheeler motorcycle. The 
majority of two wheeler motorcycle users are using by 26.5 percent of Bajaj, 26.2 percent of 
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Hero and 24.8 percent of Honda brands.TVS brand of two wheeler motorcycle users are 10.5 
percent only. The lesser level of two wheeler motorcycle users were 7 percent and 5 percent 
for Suzuki and Yamaha brands respectively. 

CONCLUSION 

This study has observed many factors that affect consumer buying behaviour. This 
study also focuses on major two wheelers brand in Tiruchirappalli District. At the time of 
purchasing two wheeler customer has different choice for two wheelers but the purchase 
decision depends on various factors like product attributes, price, credit facility and brand. 
Study concluded that Bajaj is the leading brand of two wheeler in Tiruchirappalli District 
followed by Hero, Honda, TVS, Suzuki and Yamaha. This study helped the researcher to 
use theoretical knowledge and to gain useful insights about the importance of brand 
positioning. 
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